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    Market confidence 
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The future is bright! 



Some stability in the marketplace 
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Large companies are most likely to increase the 
number of stores in next three months 
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Biggest growth in employment is seen by 100+ 
employee businesses 
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    Customer behaviour 



Customers are becoming more demanding  
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Customers are becoming more price sensitive  
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My company's customer needs have become more 
varied over the last 12 months 
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Key driver of customer loyalty 

Improving the in-store experience is key to loyalty 

Key: 1: Disagree – 5: Strongly Agree 



    Data 



Predominantly sole business owners are the ones 
who aren’t collecting data 
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Almost 1 in 4 sole 
operated businesses is 
not collecting data 
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businesses with 2-19 
employees are not 
collecting data 



Time is (still) the most common challenge in 
collecting data 
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  Operating environment 
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Perceived importance of retail mix elements 

Customer service is key! 

Key: 1: Disagree – 5: Strongly Agree 
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Key: 1: Disagree – 5: Strongly Agree 



    Marketing 
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Social media, SEO, and print(!) are driving the way 

Key: 1 Most important; 11 Least important 



Greatest opportunity in next 12 months lies in 
development of online marketing  
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The greatest challenge facing companies in the next 12 
months is competing with online trading and competing 
with bigger stores 



     Human resources 



The main human capital challenge facing companies is 
retention along with remuneration 
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The main challenges facing HR is increasing wages, the 
aging population, and lack of skills 

Training staff to a high level 
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Universities could aid in developing future employees but 
giving more hands on experience as well as 
understanding the needs of the workforce more 
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interaction and 

understanding of 
customer requirements 
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Practical 
experience in 
people skills 
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